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PENGARUH BRAND TRUST, BRAND ENGAGEMENT 
TERHADAP BRAND LOVE SMARTPHONE SAMSUNG 
(Studi Empiris Pada Pengguna Smartphone Samsung Di Kota Madiun) 
 
ABSTRAK 
Penelitian ini bertujuan untuk menguji signifikansi pengaruh variabel 
brand trust dan brand engagement terhadap brand love Smartphone Samsung. 
Populasi penelitian ini adalah pengguna Smartphone Samsung. Data pengujian 
dalam penelitian ini merupakan data primer. Sampel dalam penelitian ini 
diperoleh sebanyak 96 responden dengan menggunakan teknik purposive 
sampling dan snowball sampling. Pengujian hipotesis menggunakan analisis 
regresi linier berganda dengan hasil penelitian menemukan brand trust tidak 
berpengaruh terhadap brand love, sedangkan brand engagement berpengaruh 
signifikan positif terhadap brand love Smartphone Samsung dengan nilai t hitung 
sebesar 4,176 dan signifikansi sebesar 0,000. Nilai koefisien determinasi (R²) 
sebesar 0,243 (24,3%) artinya variabel brand trust dan brand engagement 
terhadap brand love Smartphone Samsung menjelaskan pengaruh sebesar 30,9% 
 




THE EFFECT OF BRAND TRUST, BRAND ENGAGEMENT ON BRAND 
LOVE SAMSUNG SMARTPHONE 
(Empirical Study of Samsung Smartphone Users in Madiun City) 
 
ABSTRACT 
This study aims to test the significance of the influence of brand trust and 
brand engagement variables on brand love for Samsung Smartphones. The 
population of this research is Samsung Smartphone users. The test data in this 
study are primary data. The sample in this study was obtained as many as 96 
respondents using purposive sampling technique and snowball sampling. 
Hypothesis testing using multiple linear regression analysis with the results of the 
study found that brand trust has no effect on brand love, while brand engagement 
has a significant positive effect on brand love for Samsung Smartphones with a t-
count value of 4,176 and a significance of 0,000. The coefficient of determination 
(R²) of 0.243 (24,3%) means that the variable brand trust and brand engagement on 
brand love for Samsung Smartphones explains the effect of 30,9%. 
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